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Introduction 
    Academic libraries have acquired a proliferation of fee-based online resources over 
the past several decades.  Librarians will certainly continue to select, acquire, and provide 
instruction for online resources to support academic programs; however, a large degree of 
ambiguity may exist for users because of the mix of free- and fee-based resources 
presented to users of library Web sites.  
    Typically, once a student has entered into a fee-based online resource, there is little 
to no indication within the interface that the resource is supported by that university’s 
library.  Each publishers and vendors’ interfaces are also different, so any branding that is 
present will be placed on the page where the publisher/vendor deems appropriate, 
providing no consistent location across resources licensed from different providers.   
     Facing these challenges, academic libraries can utilize brand management to 
communicate library presence and quality in fee-based online resources.  General 
marketing activities have always been a part of library operations, but brand management 
has gained traction in recent years as libraries try to communicate their missions and 
values through logos, images, taglines, and slogans.  One example of this approach 
appears within the University of North Carolina at Chapel Hill (UNC-CH) Libraries Web 
site “E-Research Tools”:  alphabetical lists and subject guides that includes both fee-
based and freely-available online resources.  Consistent and effective branding within 
these fee-based or subscription/licensed resources can extend libraries marketing efforts 
and continue to build brand equity, consistency, and loyalty.      
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     Of particular interest is how undergraduate students distinguish between using the 
physical library and the library’s online resources, and if branding in fee-based resources 
would affect the perception of the resource.  The undergraduate community, typically 
composed of the youngest members of the millennial/Net generation (Lippincott, 2005; 
Sweeney, 2005), are most likely to feel as though the physical library is not necessary 
because research can be accomplished through online resources.  It is important to 
understand how these students use the library and the value they believe the library has 
on the college experience.  To remain vibrant and successful, libraries will need to react 
and change based on the user’s understanding of how they perceive the current 
information landscape. 
     In this study, a purposive sample of 16 undergraduate students from UNC-CH, 
reflecting a variety of years of study and academic majors, were interviewedto address 
several research questions: 
 Can undergraduate students identify and differentiate between fee-based and free 
online resources? 
 What branding messaging in the vendor/publisher interface would impact their 
beliefs?  
     Participants were shown ten screenshots of UNC-CH Libraries online resources:  four 
fee-based resources with a branding message, four fee-based resources with no branding 
message, and two freely-available resources.  Students were asked to sort the ten 
screenshots into two categories:  resources which were paid for by UNC Libraries or 
resources which were freely-available to the general public. Participants were then asked 
to articulate the criteria they used to make these sorting decisions. The results from these 
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interviews suggest successful and less successful approaches to the branding of electronic 
resources in academic libraries. 
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Literature Review 
     Brand management and strategy is utilized in successful businesses to craft a 
memorable image of the quality, value, or lifestyle that the company represents.  
Effective branding goes beyond choosing and designing a logo or slogan.  The real power 
of branding is not just to communicate, but the capability to create trust, consistency, and 
loyalty with customers. 
     Branding strategies in libraries      
     Libraries can learn from corporate brand management and make their strategies 
relevant and appropriate to a library environment.  Dempsey (2004), argues that brand 
aspiration should be in every library’s mission statement.  Inconsistencies are perceived 
to be a threat to a brand, because of the lack of a seamless message.  All signage should 
be consistent in font, color, and layout.  With a reliable message, every patron interaction 
is an opportunity to seal the brand.   
     Libraries could view their fee-based online resources as one of several opportunities to 
seal the brand.  When using online resources, patrons are interacting with the library.  
The absence of branding would be a missed opportunity to make a connection with 
patrons.  This has the greatest implications for patrons making a decision about if he or 
she is using the library, because nothing is present to inform about who provided the 
service.  Therefore, this would be a lost opportunity to seal the brand.  Also, branding 
might be utilized in online resources, but it may be inconsistent across various interfaces.  
Depending on what different vendors and databases allow libraries to use, the messaging, 
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placement, font, color, and layout might be vastly different across resources.  The patron 
might have some idea of who provided the resource, but it is not enough the seal the 
brand.      
     Commercial brand management also provides other lessons for libraries, as Wolpert 
(1999) notes.  Brand equity is an evolving process that is built in stages.  First, libraries 
need a positive image and strong name recognition, to manage the relationship between 
the brand and the patrons.  Libraries can extend their brand into other products and 
services.  Once patrons have come to recognize and identity with the library, brand 
distinction helps to bring the patron back to library, or the library Web site.  A distinct 
brand can help introduce new products and services, because a loyal following already 
exists.     
     Branding efforts after renaming the library can be difficult.  Ultimately, keeping a bad 
name might be better than renaming (Todaro, 2008).  Considering the amount of new 
documents and marketing materials that would have to be produced, in addition the 
arduous tasks of adjusting students and faculty to the new name, libraries need to 
seriously consider the trade-off that is involved.  After a renaming, the old library name 
will still be referred to, causing confusion.  When considering a name change, libraries 
must ask themselves why the change is necessary.  The ideal environment to implement a 
change is when the library has “really changed or is significantly different, the library has 
not changed and people feel that changing names will stimulate other changes, or 
constituents has changed” (209).  Focusing on short, temporary projects are the best area 
to rename and brand.  Library staff can take more risks and do not have to market 
services broadly.  A summer teen reading program could be a realistic service to rename 
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regularly, without the repercussions of adjusting an entire community to a new library 
name. 
     Online branding is an important step to extend a library’s overall branding mission.  
However, several factors in the online environment make branding on a Web site 
different from traditional branding.  The message capacity of Web pages is limited; 
allowing only a small space to communicate a message that has impact (Rowley, 2004a).   
Graphics, like logos, pictures, and images should be well designed and only used if they 
are actually going to be helpful in communicating a message.  Text used in the branding 
messages should be clear, comprehensible, and relevant.  The use of color with graphics 
and text should be consistently used and have an impact on the overall look of the Web 
page.  In an age of information overload, online branding is becoming crucial to directly 
communicate who you are, saving library staff and patrons time.  Libraries face unique 
challenges with its Web site.  While businesses are trying to gain visibility, library Web 
sites are more like shop windows where patrons come to use collections and services.       
     Building on the topic of online branding, Rowley (2004b), also states that libraries 
have spun a complicated and tangled information web.   The library Web site one of the 
most complicated branding experiences on the internet.  From the library storefront, 
patrons can access and link out to thousands of e-journals, databases, and e-books 
through a multitude of different publishers and vendors.  Patrons come into contact with 
multiple brand names while researching, but explicit statements of meaning are hard to 
find.  Library Web designers have been more interested in creating functionality than 
communicating messages.  However, in an increasingly digitized state, more direct 
communication about products and services need to be communicated.  Patrons, confused 
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at the web of brand names encountered while searching, do not try to rationalize the 
process of what is going on, but remain confused while trying to meet his or her 
information needs.     
     Resistance to library branding 
     Branding activities in libraries are not always universally accepted by library 
practitioners.  Wallach (2004), argues that the activity conflicts with the profession’s 
democratic principles because branding targets only a select group of desired patrons.  By 
alienating people because of branding, are libraries doing a disservice to those who want 
to use the library without being profiled? 
     Marvin (2007), became concerned about the concept of branding after attending an 
International Federation of Library Associations (IFLA) conference.  During the 
conference, two national libraries (Bavarian and National Library of Singapore) gave 
presentations about branding activities in their libraries. A perfume company was allowed 
to film a commercial at the Bavarian library and paid the library for its use of the facility.  
The staff believed this exposed the library in a different way and would get the attention 
of area decision makers.  The National Library of Singapore gained corporate 
sponsorship for a program called “Ask A Stupid Question” (34).  While this was a clever 
idea, the audience rejected the concept, because no one understood what the library was 
trying to achieve.  Marvin emphasizes that branding for the sake of branding will not 
work.  Branding must be value-driven, but patron’s values are constantly evolving, 
making brand activities a difficult, evolving task. 
     Library staff at University of California at San Diego Biomedical Library also voiced 
skepticism over their branding strategy process (Stimson, 2007).  One staff member 
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viewed the process as abstract, but was surprised that it translated into a series of logical, 
concrete steps.  Another skeptical staff member found the process interesting and 
intensive.  Library administrators need to make branding planning as realistic and 
concrete as possible so staff understands the potential value of the activity.   
     Garrett (2004), has proposed that library branding on a Web site is only the beginning 
of what is possible on the web.  Because of the possibilities with the “enormous 
plasticity” (58) of the web environment, libraries are only at the beginning of what can be 
created visually.  Technology will be able to create new digital landscapes with 
dimension and organization, unifying the library web space in the future.   
     Users’ perceptions of branding strategies      
     Reports from national library organizations have examined libraries as a brand.  In, 
2005, the Ohio Library College Center (OCLC), issued “Perceptions of Libraries and 
Information Resources,” which surveyed people world-wide about their information 
seeking habits and preferences.  Part three discussed “The Library Brand” (3-1).  When 
asked about trusting libraries in comparison to search engines, 53% of college student 
respondents stated that both libraries and search engines provided the same level of 
trustworthiness, compared to 67% for library card holders and 72% for non-card holders.  
If a resource were freely accessible or cost a fee, 90% of college student respondents 
stated that would not trust a resource more if they had to pay for it. 
     Over the past five, libraries have identified the current generation of college students 
to be fundamentally different from any group before them.  Students want many choices 
to manage their information and library needs, and the library is not the first stop to get 
questions answered (Lippincott, 2005).  Libraries need to put more energy into becoming 
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patron-centered, instead of expecting students to conform to library norms.  To market 
library services in a more compelling way, content should be developed and presented  
from a fresh perspective.  Libraries could look to museums, because they have learned to 
digitally display their services and programs by peeking interest and drawing people in.  
Describing services in more detail, through multimedia displays in a common area, 
highlighting a service on the library home page, or creating information resource guides 
help to communicate why using the library would be beneficial to the college experience.  
Additionally, providing individual and group learning spaces in the library supports the 
Net generation’s desire to be part of a meaningful community. 
      Sweeney (2005) also discusses reinventing library services and facilities for the 
millennial generation.  Libraries need to rethink their organization structure to meet the 
needs of current students.  Millennials should be appointed to advisory positions in the 
library, and MLS millennials and non-librarians with excellent information technology 
skills should be hired as part of a new library structure.  Similar to Lippincott, Sweeney 
also believes that information should be organized in creative new ways, that will 
produce authentic new knowledge and accelerate self-learning.  Students currently 
attending colleges and universities expect rapid service, lots of options, and library 
facilities that help foster community. 
     The OCLC report provided several results that impacted academic libraries and their 
community.  Bell (2006) concluded that this report included both good news and bad 
news for academic libraries.  Overall, the results show that college students value and use 
their library more than the other groups that were surveyed, perhaps suggesting that years 
of library advocacy and user education programs are paying off.  However, many 
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academic libraries have not fully capitalized on creating a brand, unlike their respective 
institutions, which usually have strong brands to attract and retain students.  The campus 
library should continued to be called a library, but an added message, like “Join the 
Library Learning Community” could help messaging in a re-branding effort.  There is 
vast potential to rebrand the library as a campus leader in education.  Essentially, libraries 
already have an advantage to brand themselves because of their inherent symbolic and 
cultural value.  Reinforcing the library as a place of serious study, providing cultural and 
entertainment programming that are of interest to students, and offering as many 
customer service amenities as possible can help with the rebranding process.  Academic 
libraries can effectively use brand management to connect with students, in a way that 
only the academic institution as a whole has accomplished so far. 
     Examples of library branding initiatives 
     Consistently applying brand strategy at academic libraries can increase student’s 
perceived value of the library.  From a librarian’s perspective, branding is intangible, 
psychological, and always changing.  From a patron’s perspective, a brand represents 
quality expected, a sign of the library’s promise and service (Hafner & Akers, 2007).  
Ball State Universities Libraries created both a slogan and tagline to create a stronger 
brand association for the library.  The creation of the tagline aims to summarize the 
mission of the library, “A destination for research, learning, and friends,” while the 
slogan highlights the nature of the library, “Your best bet for information solutions!” 
(45).   Consistent messaging is only going to tell half the story, the other half comes from 
patrons first initial visits to the library, to determine if the branding promise is real. 
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     Many libraries, like Todaro (2008) argued, rebrand the library most effectively after a 
significant physical or organizational change.  The University of Alberta at Augustana 
Libraries used branding to transition from traditional bibliographic instruction to a 
information literacy program, which students could take for credit (Goebel & Neff, 
2007).  The success of the program hinged on an effective branding and marketing 
campagin, to attract students to register for the course.  Library staff wanted students 
incorporated in the creation of a logo, since student awareness of the class was critical.  
The library recruited student outdoors after a recent snowfall, and used their bodies to 
create the phrase, “Augustana – Information Literacy” (13).  The people logo was then 
used throughout campus on posters, t-shirts, and bookmarks to promote the class.   
     Physical building renovations can cause libraries to undergo a new branding strategy.  
The University of California at San Diego’s Biomedical Library decided to rebrand the 
library as a whole (Stimson, 2007).  The staff’s main concern was how to identify and 
promote the value of the library, physical and virtual, old and new.  Both staff and 
students were asked to voice their opinion.  To create a brand statement, staff met over a 
period of several weeks, and student feedback was gained from entrance survey results 
and focus group transcripts.  Undergraduates wanted plenty of study space while graduate 
students wanted private study space away from crowded spaces.  These results were 
incorporated into the branding process and new building planning.  The new tagline for 
the library was “Connect.  Reflect.  Research.  Discover.”  The tagline was short, but 
perceived to be effective because each word carried multiple meanings to each patron.  
To consistently use the tagline, the library used it on the library Web site, newsletter, 
postcards, and giveaways.  By incorporating the branding strategy into the initial 
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planning stages of the renovation, the library increased its chances of attracting and 
keeping new and returning students. 
     Arapahoe Community College, in Littleton, CO, branded their library as a math 
resource center, in an effort to remain a competitive force on campus (Brantz & 
Sadowski, 2010).  Their goal was to create a focused set of services for all in the 
community to use.  The topic of math was appealing for a number of reasons.  The math 
department was the largest on campus, and one-third of students were taking a math 
course.  Additionally, 40% of high school students in Colorado could not work at a 
college math level.  So, the library created a Math Resource Center which acquired 
books, teaching aids, and DVD’s on the subject to assist students and the community with 
math topics.  Midday Math sessions were scheduled in the library, where students and 
remedial tutors worked together on assignments.  The library organized two Saturday 
events, Math Extravaganza, for K-12 students in the community, and Math Saturday, for 
adults, both events were considered a success.  Based on the positive reaction to the 
programs, the college was considering creating new math classes, and the Colorado 
Department of Education showed interest in partnering with the library to hold math 
related meetings. 
     In addition to branding the library as a whole, academic libraries have given attention 
to creating a brand for electronic resources.  By branding both free and fee-based e-
resources, libraries have recognized the opportunity to communicate library value and 
quality in some of the most popular resources offered. 
     When the University of Wisconsin Eau Claire Libraries created a new federated 
search tool that searched across the library catalog, e-journals, and databases, library staff 
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wanted to create a branding campaign to help introduce the service to the community 
(Cox, 2007).  The search tool was called “SearchSpot,” (149) though the name was not 
universally favored, it stuck because of the numerous opportunities for promotional and 
marketing activities that were possible with the name.  A unifying element was also 
created, a mascot, which was used consistently in marketing materials.  After a lukewarm 
response from staff and faculty, the library relaunched the service with targeted 
campaigns to undergraduates, graduates, and faculty.  For undergraduate student use, 
staff emphasized the quick, Google like searches with SearchSpot.  For graduate students 
and faculty, the multi-disciplinary functionality, search alerts, and creation of a personal 
library were selling points.  Throughout campus, the SearchSpot service and mascot 
could be found on posters, table tents, and the student newspaper.  For several days 
during the semester, the library set up a table in the student center to promote SearchSpot, 
with live demos and giveaways.  During library tours and instruction sessions, the service 
was also discussed.    
     Introducing other web services, like chat reference, can pose branding challenges as 
well.   Nine patrons of the University of Saskatchewan Health Sciences Library were 
asked to participate in usability testing for the library’s new chat reference service 
(Duncan & Fichter, 2004).  The chat service was implemented because the different 
school’s affiliated with the Health Sciences Library were moving to a regional education 
model, where students would be spending part of their time working outside of the 
campus area.  The library wanted to find which phrases were most enticing to invite 
patrons to chat, and then invite to click.  Participants were presented with several words 
and phrases to choose from.  Some of the options in the invitation to chat category 
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included:  “Need help finding information?  Chat online with a librarian,” “Got a 
question?  Chat with a librarian NOW!,” and “Not finding what you are looking for?”  
Some of the invitations to click included:  “LiveHelp,” “Click here,” and “Ask a 
librarian” (219).  No clear winner surfaced among participants with these choices.   
     Library staff decided to create shorter forms of some of the longer phrases that had 
been popular in the first round of testing.  Feedback from participants was the most 
helpful in guiding the library’s final choices.  One participant commented that he did not 
like the word “chat” because it held a negative association with chat rooms.  Three 
participants favored using the word “librarian” because they had greater confidence in 
getting an answer, and liked the idea of talking directly with a librarian.  Surprisingly, the 
phrase “answers online” was not popular, even though, like Google, it placed an 
emphasis on the answer, not question.  One participant perceived that she would be given 
a generic answer from a frequently asked question list.  Ideal placement for the chat 
service was found to be on the top middle column of the page, other spaces were thought 
of as dead zones and where ads would typically reside.  Overall, the catchier phrases did 
not win over participants, instead causing confusion and a barrier to understanding.  The 
researchers of this study let participants have a voice for the branding strategy of the chat 
service, therefore increasing the chances of its success.  
     Attempting to escape from the publisher trap, Lund Universities Libraries created a 
library interface to search all e-journals it subscribed to (Alwerud & Jorgensen, 2005).  
Adding a branded element to the published interface was not considered, because the 
library thought the restrictions on size and font would be too restrictive.  The libraries 
created agreements with all e-journal publishers in order to allow students to search all 
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journal content on an article level.  The library staff thought of this new e-journal search 
interface as a branding opportunity.  The new interface would communicate quality 
because students would see the library as provider of the content, boosting confidence 
that library collections are being used.  It was also thought to be an effective way of 
showing potential donors how the library was communicating its message.  
     The results of a Web site usability study at the University of Illinois at Chicago 
produced results that revealed the library’s branding weaknesses (Hepburn & Lewis, 
2008).  Card sorting was used to arrange parts of the Web site into sections that made 
sense to the student participants.  Many library services located on the Web site used 
acronyms to play off of the university’s name.  Several participants could not proceed 
with the study until the branded service was explained.  Two of the top unknown, 
discarded, or redundant cards were “InfoqUIC” (fee-based article delivery service) and 
“MyILL@UIC” (interlibrary loan).  One participant responded that MyILL@UIC 
sounded like a medical patient history, while another pronounced InfoqUIC without the 
“Q,” wondering why the name included the letter.  Using descriptive language, distinct 
names, and using marketing and instruction to follow-up the branded services were found 
to be methods to reduce confusion.  The author’s findings provided a surprising analysis 
of branding and suggested a new application for research in the future.   
     Using library branding in fee-based resources can assist the library to create a unified 
message to patrons, from physical to virtual spaces.  If libraries are already using 
branding to promote its overall mission, transferring these activities to fee-based online 
resources can provide clarification of the library’s mission.  Since 2004, the field has 
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recognized the need for library branding on vendor and publisher Web sites. (Desmond, 
2004).   
     The Association of College and Research Libraries published “Information Literacy 
Competency Standards for Higher Education” in 2000.  The standards outline what 
students must know to find, locate, and evaluate information.  Because of rapid 
technological change and quick rise of online resources available, the concepts of 
information literacy can help students navigate their information choices during their 
academic career.  Standard five stresses that students understand many of the economic, 
legal, and social issues surrounding the use of information.  Performance indicator one, 
Outcome B states:  “Identifies and discusses issues related to free vs. fee-based access to 
information” (14).  One factor to help students identify free and fee-based resources 
could be the addition of library branding to the resources paid for by the library. 
     The University of Mississippi Libraries created a library brand for several of its 
electronic resources, including one for its e-resources (Harry, 2010).  Over several weeks, 
the library tested several logos that would be placed in all fee-based resource interfaces.  
It took significant time to generate ideas, and decide which color, fonts, and size to 
utilize.  The library design team started with sixty potential logos, which included a 
combination of images and text.  The majority of the images tested included printers 
marks that could be found hanging in all of the UofM Libraries.  The text tested included 
the phrase “UM Libraries,” and “University of Mississippi Libraries.”  Library 
employees voted for their favorite logo, and three groups emerged among the logos:  no 
favorable comments, at least two favorable comments, and most favorable.  The 
Library’s E-Team, which included IT, Tech Services, and Web services, reworked the 
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logos in the most favorable category that would best match the colors and fonts of the 
library Web site, which had recently been redesigned.  The final logo included four 
printers mark in a straight, horizontal line, with “University of Mississippi Libraries” as 
the accompanying text.  The word “Libraries” was designed to be double the font size 
compared to the other text.  This logo was considered to be a successful design because it 
was simple, easy to understand, and recognizably library related.  While working with e-
resource vendors, some required the logo to conform to specific size requirements, so the 
design team created several different sizes of the logo.  Academic libraries creating a 
library brand for online resources must consider the time it takes to plan and design an 
online resource brand.  The UofM team notes that it was a creative venture that allowed 
the staff to try something new.            
     Using brand management to create a visual identify for academic libraries is vital in 
the age of information overload, especially while serving the millennial generation.  Used 
successfully in the businesses, branding can help libraries attract and retain patrons.  
There are ample opportunities to brand libraries in both physical and virtual spaces.  
Planning brand strategies often involve libraries evaluating their mission – and discussing 
priorities for the future.  In the online environment, branding proves to be even more 
challenging because of limited space and usability issues.  However, by using this space 
to communicate with patrons, libraries can take advantage of this virtual environment, be 
creative, and ease some of the current online branding disorder.  Specifically, branding 
fee-based online resources can give the library a chance to visually display a logo that 
reminds the patron, at the very least, that there is an association between the resource and 
the library, supporting national information literacy goals.  More research needs to be 
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completed to determine what branding is currently being used in fee-based resources, if 
patrons can identify the library brand, what the branding logo is interpreted to mean, and 
how branding initiatives can improve. 
     In the present study, a sample of undergraduate students from a single institution, 
reflecting a variety of years of study and academic majors, were interviewed to address 
several research questions: 
 Can undergraduate students identify and differentiate between fee-based and free 
online resources? 
 What branding messaging in the vendor/publisher interface would impact their 
beliefs? 
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Method 
     For the study, individual qualitative interviews were conducted with undergraduate 
students in order to gain the perspective of the millennial/Net generation.  As a research 
method, interviewing is extremely versatile, allowing interviewers to explore social, 
political, and economic changes (Rubin & Rubin, 1995).  With information from 
interviews, researchers form explanations and theories that are grounded in the details, 
evidence, and examples of the discussion.  In addition to being an academic tool, 
qualitative interviews are extremely practical because of their approach to problem 
solving.  Interviews are essentially structured conversions, where the interviewer is more 
concerned with the understanding, knowledge, and insights of interviewees, rather than 
attempting to apply preconceived models or theories of how participants might approach 
the topic of study.  The questioning and facilitation of the interviewer can also adapt to 
what the individual interviewee knows and feels, which may provide richer and more 
nuanced responses.     
     Potential participants were recruited through research advertisements (see Appendix 
A) placed throughout the UNC-CH campus in two libraries, the Undergraduate Library 
and Park Library, and an academic building, Dey Hall.  The recruitment advertisements 
encouraged participants to email the researcher with their year of study and major or 
potential major.  By selecting potential participants from a variety of stages of academic 
career and disciplinary interests, the results may better reflect variations and trends of the 
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undergraduate community.  Once a potential participant was selected for inclusion by the 
researcher, an interview time was scheduled, and the researcher reserved a study room in 
Davis Library or the Undergraduate Library on the UNC-CH campus to conduct the 
interview.  All interviews took place over a four-week period, from October 11, 2010 
through November 5, 2010.   
     Each interview lasted between 20 to 25 minutes and included four distinct parts (see 
Appendix B).  First, participants were asked about a recent time he or she had used UNC-
CH Libraries online resources for a paper or project.  Participants were then asked to sort 
ten screenshots of UNC-CH Libraries online resources. 
     Four of the ten resource screenshots were from fee-based resources with a branding 
message:  Academic Search Premier (e.g., see Figure One), Oxford Reference Online 
Premium, Academic OneFile, and Project Muse.  The branding message in Academic 
Search Premier is in the top right corner of the screen with the text “UNIV OF NORTH 
CAROLINA – CHAPEL HILL.”  The message in Oxford Reference Online Premium is 
found at the bottom right corner of the screen with the text, “Your subscription to Oxford 
Reference Online is brought to you by UNIVERSITY OF NORTH CAROLINA – 
CHAPEL HILL.”  In Academic OneFile, the branding message is in the toolbar at the top 
of the screen with the text “UNC CHAPEL HILL.”  The message in Project Muse is at 
the center, top of the page, with the text “Access Provided by The University of North 
Carolina at Chapel Hill.”    
     Four of the ten resource screenshots were from fee-based resources with no branding 
message:  Ethnographic Video Online, America’s Newspapers, Issues and Controversies, 
and SimplyMap (e.g., see Figure Two).  The final two resource screenshots were from 
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freely-available resources online:  CIA World FactBook and Medline Plus. All 
screenshots used in this study are provided in Appendix C.  
 
Figure One:  Academic Search Premier (fee-based online resource with UNC branding) 
 
     Participants were encouraged to ask questions about the sorting activity and to feel no 
pressure to choose the “correct” category.  There was no time restraint to sort the 
screenshots.   
 
 
Figure Two:  Issue and Controversies (fee-based online resource with no UNC 
branding) 
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     After a participant completed the sorting process, he or she was asked what criteria 
were used to sort the resource screenshots into the two categories.  Then, the strengths 
and weaknesses of the four branding logos used were discussed as well as suggestions to 
improve the branding logos.  At the end of the interview, each participant received a $10 
gift certificate to a local coffee shop for taking part in the study. 
     Interviews were audio recorded, contingent upon the participants’ consent.  The audio 
files were used to generate rough transcripts for further analysis of the data.  Through an 
inductive coding process, interview transcripts were analyzed for emerging themes and 
concepts. 
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Results 
     Eighteen undergraduate students emailed the researcher interested in participating in 
the study.  By the end of the study, sixteen of those students had followed up and 
scheduled an interview appointment.  All sixteen students arrived for their interview, and 
answered all questions asked of the interviewer.  Three freshman, four sophomores, three 
juniors, and six seniors participated in the study.  These students had a variety of different 
majors, including Education, English, and Biology.  Figure Three details each 
participant’s sex, year of study, and major.  Each is listed by year of study.  The names of 
the participants have been changed to protect confidentially.      
Participant Sex Year of Study Major 
Amanda Female First-year Public Policy 
Hannah Female First-year American Studies 
Matthhew Male First-year Global Studies 
Elizabeth Female Sophomore Journalism 
Amber Female Sophomore Biology 
Anna Female Sophomore Middle School 
Education 
Daniel Male Sophomore English 
Megan Female Junior Linguistics and 
Religious Studies 
Lauren Female Junior Exercise Science 
Ashley Female Junior Quantitative 
Biology and Math 
Jessica Female Senior Political Science 
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Sarah Female Senior Biology 
Rachel Female Senior Psychology 
Nicole Female Senior Management and 
Society 
Courtney Female Senior Environmental 
Science and 
Philosophy  
Tyler Male Senior Geography and 
Spanish 
Figure Three:  Participant’s sex, year of study, and major 
 
     Prior experiences with UNC-CH Libraries online resources      
     Out of the sixteen participants, all but three had experience using UNC-CH Libraries 
online resources for a project or paper.  Two first-year students, Amanda and Matthew, 
have not had to use online resources for any class assignments.  The other first-year 
participant, Hannah, stated that she has not used any yet, but would have to utilize 
resources for an upcoming paper in a French course.  Most of the students used UNC-CH 
Libraries online resources to find articles for a paper or project, like Tyler’s past paper on 
McDonalds in the American Memory, or Megan’s upcoming paper on Christian 
evangelism. 
     A few participants mentioned they had used e-books for class assignments.  Ashley 
was working on a paper about medicine in Harry Potter books for a Medicine, Literature, 
and Culture class.  She was looking for books that offered a critical analysis of the series, 
and many of the choices were e-books.  The instructor in Nicole’s drama course wanted 
students to read a play, directing the class to the library’s catalog where it was available 
as an e-book.  While Lauren was a freshman, she was enrolled in a first-year seminar.  An 
introduction to library research was a part of the course, where students learned how to 
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search databases, online journals, and use interlibrary loan.  In her Children’s Literature 
class, Anna has used the online resource NoveList to look up books for assignments.    
     Sorting criteria employed by participants 
     Participants identified numerous characteristics of UNC-CH Libraries online 
resources in order to sort them into the two categories.  Though each participant noticed 
different elements on both freely available resources, Medline Plus and the CIA World 
FactBook, all put the resources into the freely available category.  With the fee-based 
resources, participants also noticed different elements of the page in order to sort, but this 
category came with mixed results.  All sixteen participants correctly identified Academic 
Search Premier and Oxford Reference Online Premium as paid for by the library.  The 
most difficulty and confusion happened while participants were trying to sort America’s 
Newspapers, Ethnographic Video Online, Issues and Controversies, and SimplyMap.  
Figure Four represents the participant’s final sorting decisions regarding each resource. 
Name of Resource Participant determined 
“Paid for by UNC 
Libraries” 
Participant determined 
“Freely Available to 
general public” 
Academic Search Premier (16) 0 
Oxford Reference Online 
Premium 
(16) 0 
Project Muse (15) 1 
Academic OneFile (14) 2 
SimplyMap (11) 5 
America’s Newspapers (8) 8 
Ethnographic Video Online (7) 9 
Issues and Controversies (5) 11 
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CIA World Factbook 0 (16) 
Medline Plus 0 (16) 
Figure Four:  How the participants sorted between the two categories; ( ) indicates the 
“correct” response 
 
     The interviewer’s main interest was determining to what degree the branding message 
in four of the fee-based resources influenced participants sorting decisions.  Figure Five 
illustrates the number of participants who used the branding in their sorting process. 
     The branding message in Oxford Reference Online Premium was most recognized by 
the students.  Eight participants stated that the branding message contributed to sorting 
the resource into the paid for category.  Nicole commented that, “It says your 
subscription to Oxford Reference Online is brought to you by UNC-CH, I was basing it 
partly off that.”  The branding logo in Project Muse was mentioned seven times by 
participants, Academic Search Premier’s logo was mentioned by four participants, and 
two participants stated that the logo in Academic OneFile played a part in their sorting 
decisions.   
UNC-CH Libraries 
fee-based online 
resource with 
branding message 
Number of 
participants who 
used message in 
sorting process 
 
Percentage 
 
Oxford Reference 
Online Premium  
 
8 
 
50% 
 
Project Muse 
 
7 
 
44% 
 
Academic Search 
Premier 
 
4 
 
25% 
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Academic OneFile 
 
2 
 
13% 
Figure Five:  Participants who used the branding message in the sorting process 
 
Non-branding sorting criteria employed by participants  
     Besides using the branding logo to make sorting decisions, all participants mentioned 
a variety of other characteristics about the resources to complete the sorting.   
Visibile database struture 
     Resources with complex, sophisticated search options frequently caused participants 
to identify it as paid by UNC Libraries.  Many participants spotted elements on the 
resource homepage that they associate with library research, like search bars with 
advanced search options like keyword, author and title limiters.  Amanda said that “There 
are advanced searches, it is usually a pretty decent database,” when sorting Academic 
OneFile, Project Muse, and Academic Search Premier.  She also mentioned that the 
advanced search option was part of the reason she decided Ethnographic Video Online 
was paid for.  Looking at Academic Search Premier, Daniel stated that “It’s well done 
and there are a lot of different options for searching.”  Anna also recognized the search 
tools and narrowing options, noting that “with Google you have like three options, but 
here you have at least ten.” 
Similarities to familiar resources 
     Most participants came to the interview with a formed perception of what a fee or free 
online research resource would look like, and what it was capable of.  Matthew was 
looking for resources that offered information that was very valuable, like America’s 
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Newspapers, SimplyMap, and Ethnographic Video Online.  However, he thought that 
Issues and Controversies would not be a unique, valuable resource because of the general 
content.  Five other participants also stated that Issues and Controversies contained 
information that could be found freely on a news Web site, like CNN, or a newspaper; 
therefore, not paid for by the library.  Jessica thought paid for resources would boast a 
high quality collection of materials.  Both SimplyMap and Ethnographic Video Online 
were collections to her, but the World Factbook was not a collection, just basic 
information from a Web site.  Megan also thought the World Factbook was basic, general 
information, while Tyler and Hannah thought that Medline Plus was general information, 
with no “extras” that need to be paid for, as Tyler stated.  Another participant stated that 
America’s Newspapers looked user friendly, and was meant for regular people who need 
to search newspapers.  Three participants noted that full-text articles and publications 
have to be paid for.  In regards to Ethnographic Video Online, Hannah said that, “It’s 
usually hard to find full-length things, videos online, I guessed it was paid for.”  Lauren 
classified paid for resources in part by assessing if a resource contained older 
information.  Project Muse has “archaic kind of stuff, unless you had a specific interest in 
that it wouldn’t be accessible to the general public,” and SimplyMap had “archaic kind of 
data, that they would pull from the Census.”  Both Megan and Lauren determined that 
Academic OneFile was freely available because it was more like an open catalog, not a 
database used for specific research.   
Prior experience with a particular resource 
     Resources like Academic Search Premier, Medline Plus, the CIA World Factbook, 
Project Muse, and Academic OneFile had all been used before by several participants, 
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which contributed to deciding how to sort these resources.  Sarah commented that, “I 
have used Academic Search Premier before, I am pretty sure you have to go through a 
library Web site.” 
     Some resources reminded participants of other online resources that they had previous 
knowledge of.  Five participants compared Medline Plus to WebMD, and two stated that 
Medline looked familiar, and could be easily found on the internet.  SimplyMap was 
contrasted with Google Maps by four participants, with three commenting that it was 
similar to Google Maps.  Two participants said that the CIA World FactBook and 
Medline Plus were comparable to a wiki. 
     Both Medline Plus and the CIA World FactBook were recognized as free government 
resources by eleven participants.  Three participants noticed Medline Plus was a service 
of the U.S. National Library of Medicine and the National Institute of Health.  In regards 
to the World FactBook, Elizabeth said that “The CIA is a government agency, so it 
should be free,” and Nicole thought that “most government branches just have a basic 
web page.” 
Interface aesthetics 
     The overall design and layout of the resource home page served as an indicator to 
many participants.  Daniel thought that Project Muse and Issues and Controversies 
looked well-organized and departmentalized, but if someone was paying for Issues and 
Controversies, it would need to be more streamlined.  Ashley compared search and tab 
functions, assuming that an abundance of tab functions indicated a free resource.  
America’s Newspapers was considered to be a sparse layout with empty space by three 
participants.  Amber said that “The format doesn’t seem professional enough…lots of 
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empty space, with bar at the top, it’s more primitive than newer layouts now.”  Three 
participants evaluated the structure of the CIA World Factbook page, thinking of it as part 
of a larger Web site, or that the resource represented a home page.  Some resources just 
looked academic, as Academic Search Premier looked to Elizabeth, and Academic 
OneFile did to Rachel.   
Non-library branding of a resource 
    At times a word used in the title of the resource or publisher name tipped participants 
opinion to one category or the other.  Eight participants said the word “premium” in the 
Oxford reference resource indicated that it was a paid for.  Two participants said that the 
word “Oxford” was reputable, fancy, and academic.  The word “Onefile” sounded 
professional, business-like and academic to Amber and Anna, while the term “academic,” 
used in the title of two resources, was associated with the university to Amber.  The word 
“premier,” sounded scholarly to Hannah.  Anna thought the term “ethnographic” was 
intellectual, putting it in the paid for category, while Daniel understood the term to 
specify a free resource.  Three participants knew the publisher of Academic OneFile, 
Cengage/Gale, to be associated with the library or the publisher of their own textbooks.   
Database scope and coverage 
     In addition to recognizing important words in the resource title, participants also read 
captions and text on the page to guide their decisions.  Daniel noticed that Academic 
OneFile included “39 million articles”, influencing his decision to categorize this as paid 
for.  Lauren read that Project Muse was “Today’s Research,” seeming to indicate current 
articles.  Ethnographic Video Online mentions that this is a “first release” of videos, 
prompting Megan to believe they were releasing it to the general public.  Nicole thought 
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the link “Videos and Cool Tools” in Medline Plus was not something academic.  
Elizabeth noticed another aspect of Medline Plus, the Merriam Webster Medical 
Dictionary, which she knew was free online.  The addition of specialty subject reference 
works in Oxford Online Reference Premium made Courtney think this was resource was 
paid for. 
     Many resources included log-in links as part of the page.  Numerous participants 
noticed the links while scanning the resource pages.  Eight participants noted that the 
interviewer was logged in with her UNC email showing in the top tool bar in SimplyMap.  
Other log-in links were noticed in Issues and Controversies, Oxford Reference Online 
Premium, Ethnographic Video Online, and Academic Search Premier, and participants 
used it to make sorting choices.  One participant saw no log-in in Medline Plus, CIA 
World Factbook, or Ethnographic Video Online, grouping them as easily accessible.  
Two participants said the guest log-on in Issues and Controversies indicated it was freely 
available.  Both Courtney and Nicole stated that the sign-in link in Ethnographic Video 
Online may not necessarily be a sign of a paid resource.  Courtney said, “It also says 
sign-in to save playlists and clips, so I figured to see the clips would be free to the public, 
but to sign in and save would be something else.” 
     Among the participants, there was ambiguity about access to non-journal or academic 
article resources, particularly in regards to America’s Newspapers and SimplyMap.  Three 
participants thought newspaper subscriptions were paid for, especially with the added 
search functionality in America’s Newspapers.  Three participants thought that many 
publish for free, but were unsure about the fee or free category because the information 
was in a database.  One participant stated that newspapers are free, including their 
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archives.  Four participants considered SimplyMap to be paid for, because it was 
complex, nicer than Google Maps, or knew that mapping tools could be expensive.  Two 
participants didn’t see any elements that were deserving of a fee to have access.  Hannah 
said, “With the map, I don’t know what you would be paying for really.” 
     Looking for advertisements was a method that three participants used to help 
determine if a resource was freely available.  One participant, Elizabeth, mentioned that 
she was generally looking for ads, while Amanda and Courtney identified an ad in 
Medline Plus.  In the bottom left corner of the screenshot, a “Featured Site” box with a 
pink ribbon and text about breast cancer awareness month is shown.  Both participants 
interpreted this as an advertisement.    
Perception of effort required to maintain a resource 
     Five participants were concerned with the amount of time and effort it took to create a 
resource.  Two participants mentioned that America’s Newspapers took a considerable 
amount of time to organize.  Daniel stated that, “It would be a lot of work to put together 
data on all these different newspapers, so I thought this would be a paid service.”  Both 
Ethnographic Video Online and SimplyMap each had one participant who thought of the 
effort of compiling the information for the resource.  Rachel noted that “I feel like this 
(SimplyMap) is so detailed, it took someone a lot of time to set up, so I bet it would cost 
money to use.”  
    What participants could do with the information in a resource, with social networking 
tools, send or save options, and interactive elements had an impact on their sorting 
decisions.  Both Medline Plus and Ethnographic Video Online included these tools that 
gave participants the impression that they were freely available.  Graphics like thought 
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bubbles and Twitter and email updates influenced three participants sorting choices.  
Megan commented that with Medline Plus “You are able to follow on Twitter and email 
updates, so they are releasing information to the general public.”  One participant noted 
that SimplyMap was an interactive tool, which is typically not free. 
     While some participants noticed the layout and graphics in Medline Plus, two 
participants thought that the main goal of the resource was to raise health awareness, 
getting information to the public for free.  Two participants also thought that 
Ethnographic Video Online would be freely available because of the effort to raise 
awareness about different cultures.  Nicole noted that, “they would want people to see 
this, interested in having more viewers than less, it’s more about trying to show other 
cultures.”  One participant, Anna, described Issues and Controversies as a free political 
resource that was trying to convince and inform the public. 
     Both Lauren and Amber mentioned that two resources had an educational aspect.  
Amber noted that Ethnographic Video Online was trying to educate people, granting full 
access to their videos.  Lauren used the same argument, but she considered educational 
resources to be paid for and that “you wouldn’t have access to this specific kind of 
information from the general public standpoint.”  Five participants stated that one of their 
sorting decisions was a pure guess.  Tyler, Sarah, and Elizabeth guessed for the resource 
Ethnographic Video Online, and Amanda and Amber guessed for Issues and 
Controversies. 
Aspects of the brand image or logo 
     For the ten total participants who used the UNC branding message as part of their 
sorting decisions, different elements of the logo caught their eye.  Four participants 
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commented that Project Muse branding was the most easy to spot because it’s message 
was straight forward, stood out in the center top of the page, and the contrasting color 
was helpful to separate it from the rest of the text on the page.  Amber commented, “You 
look up in the top, center, it say UNC and it automatically jumps out at you.” 
    The branding message in Oxford Reference Online Premium was preferred by three 
participants for the content of the message and stark color contrast to the other text on the 
page.  One participant thought that, “Your subscription to Oxford Reference Online is 
brought to you by UNC-CH” was clearer than in Project Muse which states “Access 
Provided by UNC-CH.”  If it had not been for the branding message in Oxford Reference, 
Matthew said he would have put this resource in the freely available category. 
     Academic OneFile and Academic Search Premier’s branding message was each 
preferred by one participant.  Ashley liked that the branding text in Academic OneFile 
was incorporated in the toolbar, because it looked like a clickable tab, while Sarah 
favored Academic Search Premier’s because it stood out from the rest of the resource. 
     The two participants who identified the branding message, but did not use it to make 
sorting decisions, interpreted the branding as a link to the UNC Web site or associated it 
with the copyright on the page, glancing over it.  Jessica stated that the branding was not 
helpful to her because “It is not a uniform identification of the school.  They are small 
and all over the place, it’s not a consistent thing.” 
          Suggestions for more effective branding of electronic resources 
     Participants were asked about possible branding logos that would be more 
recognizable in UNC-CH Libraries online resources.  Participant responses addressed the 
layout, text, and image possibilities.  Eight participants favored placing the branding on 
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the top of the page, three specified placing it on the right part of the page, and five 
favored the logo in the middle of the page.  Courtney did not specify a location for the 
branding, but just wanted something consistent across the resources.   
     Five participants suggested that the branding be associated with the title of the 
resource.  Anna said, “Place it next to the title, the search tool you are using,” while 
Megan suggested using the phrase “Project Muse through UNC-CH” with a UNC 
symbol.  Three of the participants wanted the branding above or below the main search 
bar, where it would be noticed while using the resource. 
     Academic OneFile and Academic Search Premier used just UNC-CH as a branding 
message, while Project Muse and Oxford Reference Online Premium had a longer 
message.  Three participants said that the phrase UNC-CH is sufficient, while seven 
participants thought the longer message clarified the resource was paid for.  Nicole said 
that, “It helps to add access provided by, because it’s not just a link to the university on it, 
or just the words UNC-CH.”   
     Three participants wanted the word “library” to be included in a branding logo.  
Ashley thought including the word would clarify who was providing the resource.  “If it 
were UNC Libraries I would be more inclined to approach a librarian with questions 
about a database.  If it is a science thing, I don’t know if it is with the science department, 
and would I talk with them?  It’s hard to tell who to get help from.” 
     In addition to text in a branding logo, four participants wanted to see an image of an 
UNC icon, like the seal or Old Well.  Two participants preferred UNC colors to be used, 
though four participants said that just using contrasting colors of some kind would be 
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effective.  The style and size of fonts was essential to five participants, who wanted the 
branding text to be larger. 
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Discussion 
     To complete the sorting activity, participants used a surprising number of details and 
depth to make their decisions.  By using every aspect of the resource page to defend their 
sorting decisions, participants sorted some resourses with ease, while others were more 
challenging. 
     The resources that participants found most easy to sort were four fee-based resources:  
Academic Search Premier, Academic OneFile, Project Muse, Oxford Reference Online 
Premium, and two resources that were freely available:  CIA World Factbook and 
Medline Plus.  These fee-based resources looked like traditional library search tools to 
most participants, and several used the UNC-CH branding message as a part of the 
sorting process.  Participants noted the branding messages, but none used it as the only 
reason for the sorting choices.  All participants determined that the CIA World FactBook 
and Medline Plus were freely available.  Every participant noted some characteristic of 
the page, whether it government sponsored or generally available knowledge, that helped 
them make the correct sorting decision.   
     Four fee-based resources were the most difficult for participants to sort correctly:  
Ethnographic Video Online, Issues and Controversies, SimplyMap, and America’s 
Newspapers.  These four resources did not include complex search tools that participants 
were frequently looking for.  Other elements of the resource page were identified so 
participants could make a sorting decision.  Several participants determined the 
information was general, and should be freely available, while others examined the 
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resource with more scrunity to determine the coverage and scope of the resource.  The 
addition of a branding element in these resources might have helped participants make 
more accurate sorting choices.   
     The participants comments and sorting results would suggest that traditional online 
library tools with advanced search functions are easily identified and understood to be 
provided by the library.  The branding element found in these type of resources helped 
some participants confidently identify it as being provided by UNC-CH Libraries.  
Online resources that looked different to participants, because of the function of the 
resource or interface, caused significant confusion.  Would a branding logo in these type 
of resources help patrons understand it is paid for by the library?  Because of the ever 
widening scope of functions that fee-based library online resources can offer (interactive 
mapping, streaming video), it appears that it would be even more important to add a 
branding element to these types of resource pages.  An added branding logo would 
provide users of the resource more communication about why he or she can access the 
resource. 
     Including branding logos in fee-based online resources will only be one factor used 
when patrons assess a resource.  Even with a well-designed, sophisticated branding logo, 
a mix of other characteristics of online resources will be evaluated to determine resource 
quality and value.  However, due to the positive aspects of applying branding strategy to 
various parts of library services, libraries should explore ways to brand their fee-based 
library online resources.  It could help patrons identify the library as a place that is both a 
physical building and an online guide for research tools; increasing the value patrons 
associate with the library, and the number of future library interactions.   
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Conclusion 
     Over the past ten years, academic libraries have used brand management to design 
services, programs, and facilities to communicate its mission to students.  Some academic 
libraries have applied branding methods to their library Web site as well, using it to 
communicate a new service, or directly in fee-based resources.  With the proliferation of 
online resources available to students on the web, resources provided by academic 
libraries may become lost in the mix; students frequently cannot make a distinction 
between fee-based and freely available resources, impacting the degree to which they 
believe they are using the library, and would turn to the library for assistance. At the 
University of North Carolina at Chapel Hill Libraries, some online resources have a 
branding message on the interface, trying to address the fee or free issue.  Currently, the 
UNC-CH message is designed and placed into the interface by the individual 
vendor/publisher.   
     This research study found that all 16 undergraduate students could correctly identify 
the two freely available resources, Medline Plus and CIA World FactBook, and two fee-
based resources:  Academic Search Premier and Oxford Reference Online Premium.  One 
fee-based resource, Issues and Controversies, was most frequently sorted incorrectly as a 
freely-available resource.   
     Several participants used the UNC-CH branding message as a characteristic to sort the 
resources into the paid for category.  Participants most frequently used the branding 
message in Oxford Reference Online Premium as one of the reasons it was a fee-based 
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resource.  The branding message in Academic OneFile was noticed the least.  The 
branding message in the fee-based resources was just one of many characteristics of the 
interfaces that participants used to sort; visible database structure, similiarities to familiar 
resources, prior experience with a resource, interface aesthetics, non-library branding, 
database scope and coverage, and perception of effort involved were all characteristics 
used to make sorting decisions. 
     Because of the inconsistencies with the branding message being recognized, the 
degree to which participants were unclear about some fee-based resources, and the 
established benefits of brand management in the business and library community, 
academic libraries should continue exploring methods to utilize branding in its fee-based 
online resources.  Even with well designed and consistent branding, students will 
probably continue to examine other characteristics of a resource to determine if it is fee-
based or freely available. 
     Based on this research study, several opportunities for future research can be 
investigated.  Academic libraries that have not designed a branding logo for their fee-
based online resources could create a number of prototypes, with various text and images.  
These logos could then be placed in resource interfaces in different locations.  Studies 
conducted with student input, rather than staff surverys, could be used to determine 
exactly how each logo is perceived and understood.  This would provide greater 
understanding of branding effectiveness and how students view both the physical and 
virtual library.   
     Libraries could also begin to go beyond static branding and think of other interactive 
methods that would take advantage of available technology.  Creating splash pages might 
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be an option to consider, with information about the resource and library help options 
before the resource opens.  Additionally, the branding logo could be a link that would 
direct the patron to a pop-up box with information about the library.  Studies could be 
conducted to determine what effectively furthers communication with students. 
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Appendix A:  Research recruitment advertisement 
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Appendix B:  Interview schedule with representative questions 
Introduction: 
 
“My name is Emily Cox and I wanted to talk with you about the UNC Libraries’ online 
resourses and get your impression of several screenshots I have put together.  All of the 
resources I am going to show you are available and listed through the UNC Libraries’ 
Web site, but some are paid for by the Libraries in order to have access, and others are 
freely available online to the general public.” 
 
Main questions: 
 
 Can you tell me about a time you’ve ever used UNC’s online library resources for 
a paper or project? 
 
 Can you please sort these screenshots of resources into two groups; one for 
resources you think are paid for by the Libraries in order to access, and one for 
resources that you think are freely available online? 
 
Potential follow-up questions: 
 
o When you were looking these screenshots, how did you determine which 
resources were paid for by the Libraries and which were freely available online? 
 
o Was there anything in these screenshots that helped you decide that a 
resource was either paid for by the Libraries or freely available online? 
 
o Were there any screenshots that you had difficulty putting into one group 
or the other? 
 
 
o You decided that this resource was (paid for by the Libraries) or (freely 
available).  Can you tell me how you came to that decision? 
 
o Which of these branding messages was most effective at catching your attention? 
o If you were a graphic designer for a day, what kind of logo would you design to 
communicate this online resource was paid for by the library? 
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Appendix C:  Online Resources used during interviews 
 
     Academic Search Premier:  Paid for by UNC Libraries, with branding message  
 48 
 
Project Muse:  Paid for by UNC Libraries, with branding message 
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Oxford Reference Online Premium:  Paid for by UNC Libraries, with branding message 
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      Academic OneFile:  Paid for by UNC Libraries, with branding message 
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America’s Newspapers:  Paid for by UNC Libraries, no branding message 
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     Issues and Controversies:  Paid for by UNC Libraries, no branding message 
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SimplyMap:  Paid for by UNC Libraries, no branding message 
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    Ethnographic Video Online:  Paid for by UNC Libraries, no branding message 
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        CIA World FactBook:  Freely available online 
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     Medline Plus:  Freely available online 
      
      
      
    
     
 
